Abstract: There has been research that studies Chinese firms' stakeholder orientation but fails to identify Chinese firms' specific stakeholder groups. In addition, little research in this line has been conducted so far to reflect recent Chinese constitutional transition. This study seeks to fill these gaps.
More and more researchers and practitioners have shown interests in stakeholder orientation which leads to better organizational performance (Berman et al. 1999; Greenley and Foxall 1998; Greenley and Foxall 1997; Greenley, Hooley, and Rudd 2005; Logsdon and Yuthas 1997; Luk et al. 2005 ). However little is known whether different stakeholder orientations interact with each other in a positive or negative way to influence various organization outcomes. In particular, previous research on stakeholders orientation usually stick to a fixed set of stakeholder groups for firms from various institutional backgrounds (e.g., Greenley and Foxall 1997; Luk et al. 2005 ) without identifying and investigating the stakeholders that are realistically emphasized by the firm in a particular institutional setting. Both stakeholder theory and the more recent institution-based view suggest that the conflicts among various stakeholders may vary across different national contexts and imply that researchers should integrate a stakeholder framework with institutional analysis to generate robust stakeholder orientation identification (Donaldson and Preston 1995; Freeman 1994; Peng, Wang, and Jiang 2008) and robust predictions on their effects on firm performance (Bruton, Ahlstrom, and Puky 2009 ).
To fill these theoretical and empirical gaps, we use the descriptive approach of stakeholder theory to identify Chinese firms' key stakeholder groups rather than assuming these firms should simply borrow the types of critical stakeholder groups identified by their counterparts in other developed economies, before linking the firms' stakeholder orientation with organizational performance in this important transition economy with dynamic institutional changes. We also investigate the interactive effects among the components of stakeholder orientation of Chinese firms.
Institution-based view suggests that stakeholders can be affected by country-specific institutions (North 1990) , and addresses the embeddedness of firms in a nexus of formal and informal institutions (Peng, Wang, and Jiang 2008) . Previous research simply replicates the key stakeholder types identified in western firms to study stakeholder orientation of Chinese service firms (Luk et al. 2005) , which may have largely ignored the institutional conditions and specific attributes of organizations in this emerging market. Notably, Luk et al. (2005) admit that they have neglected the descriptive aspect of stakeholder theory when they examine Chinese firms stakeholder orientation. In Chinese institution setting which is significantly differently from other countries, identification of key stakeholders without using descriptive approach of stakeholder theory is inappropriate. Thus one of objectives of this research is to fill what has been neglected in previous research and identify the key stakeholders in Chinese organizations first, then investigate how these key stakeholders identified by Chinese companies independently as well as interactively influence firm performance.
Thus, we attempt to extend past studies (i.e., Luk et al. 2005) , in the same geographic region but a different industry setting and dynamically changed institutional background, by addressing the following three questions: (1) Which stakeholders matter to Chinese firms? (2) Does the stakeholder orientation improve firm performance? and (3) Do the orientations towards different stakeholders synergize or countervail each other, especially after 2004 constitutional amendment? We address these questions by using data of both manufacturing and service firms in China. Noticing the fact that Luk et al. (2005) directly replicate stakeholder groups used in previous studies on British firms (i.e., Greenley and Foxall 1998; Greenley and Foxall 1997) , and noting the fact that firms in a different context, such as China, may have different priority regarding their stakeholder groups, we avoid Luk et al. 's (2005) weakness by carrying out two steps of data collection. First, we interviewed and surveyed executive managers in three Chinese coastal cities (Shenzheng, Xiamen, and Fuzhou) and identified the key stakeholders in Chinese firms' priority. Second, based on the identified key stakeholders, we collected data of Chinese firms' stakeholder orientation. Therefore, we make important contributions. As good as our knowledge, this is the first effort to identify Chinese firms' key stakeholders through a survey method. Previous studies have ignored this important step as a descriptive aspect of stakeholder theory (Donaldson and Preston 1995; Freeman 1994) , just employing orientation towards those stakeholder groups used in earlier studies in a different context, especially the developed economies like the UK (Luk et al. 2005) . Mitchell, Agle and Wood (1997) posit that stakeholders should be categorized according to their attributes: power, legitimacy, and urgency to the firm. Thus a key stakeholder group in one developed country may not matter as much as that in an emerging market. As a result, before we connect stakeholder orientation with performance, key stakeholders of firms should be identified.
Second, based on the institution-based view (e.g., Peng, Wang, and Jiang 2008) , we provide new evidence of convergent organizational behavior of Chinese firms in the changed institutional framework with their counterparts in Anglo-American countries in terms of interest conflict of shareholders and other stakeholders. In recent years some important institutional changes have been taking place in China. The Chinese constitution has begun to endorse private property right from 2004 for the first time ever since this country's foundation in 1949. Under such a legislation amendment and as a result of many years' reform towards a market economy, Chinese companies act largely based on the market mechanism and go after such an objective as profit maximization . The interests of their shareholders are granted priority, which may be at cost of those of other stakeholders as revealed in our findings, which shows a convergence of organizational behaviors in this emerging market under communist governance with those in developed countries. The newly revealed hindering effects between shareholder orientation and competitor orientation among Chinese firms are different from past research conducted before the 2004 institutional change, in line with the institution-based view (North 1990; Peng, Wang, and Jiang 2008) .
This article is organized as follows. First, we review literature both in the fields of market orientation and stakeholder theories as well as the institution-based view. Literature has shown support to such a notion that orientation towards key stakeholders is positively related with organizational performance (Berman et al. 1999; Deshpande and Farley 2004; Greenley and Foxall 1998; Narver and Slater 1990; Zhou et al. 2007 ). However, Chinese firms key stakeholders have not been properly identified and explored. So we develop hypotheses in order to investigate the impact of identified stakeholder orientations of Chinese firms' performance, as well as the interactive effects among these orientations. Second, we conduct empirical studies to test the hypothesis with two steps.
We first identify key stakeholders of Chinese firms as customers, competitors, suppliers, employees, and shareholders, with a survey method. Based on this, we employ data collected from a sample of 307 Chinese firms to test the relationship of stakeholder orientation and performance. Besides, we investigate how orientations towards different stakeholder groups interact with each other. In the last section, we provide conclusion of this research, implications for researchers and practitioners.
THEORY AND HYPOTHESIS

Market orientation
Market orientation is the organization culture that effectively and efficiently creates the necessary behaviors for the creation of superior value for customers and continuous superior performance for the business (Narver and Slater 1990). It includes orientation to two stakeholders: customer and competitor. Research has witnessed the positive relationship between market orientation and performance in various contexts (Cano, Carrillat, and Jaramillo 2004; Ellis 2006; Kirca, Jayachandran, and Bearden 2005) .
Some researchers suggest that more stakeholders should be added into the concern to achieve superior performance (Greenley and Foxall 1998) . Failure to address these stakeholders' interests may be detrimental to organizational performance (Clarkson 1995; Freeman 1984; Greenley and Foxall 1997) .
Stakeholder theory, stakeholder orientation and Organization Performance
A stakeholder is any group or individual who can affect, or is affected by, the achievement of an organization's purpose (Freeman 1984) . Freeman (1994) argues that stakeholder theory can be unpacked into a number of stakeholder theories, each of which has a normative core and is linked to the way that firms should be governed and the way the managers should act. Thus, we employ the descriptive approach to illustrate how firms interact with their stakeholder groups, and instrumental approach to test the linkage of orientations to various stakeholder groups and performance; further, we utilize its normative and managerial approaches to recommend attitudes, structures and practices (Donaldson and Preston 1995) .
Stakeholder theory suggests that firms should cater for the interests of stakeholders to maximize corporate wealth and collective benefits of all stakeholders (Donaldson and Preston 1995; Freeman 1994) . Researchers in various disciplines such as governance, marketing, and strategy call for focus on important stakeholder groups. Customer as one of the earliest recognized stakeholders has been playing an critical role in the marketing concept (Barksdale and Darden 1971; McNamara 1972) .
Since the 1980s scholars added the competitor with the same level of importance as customer (Shapiro 1988) , both of which compose market orientation, including orientation to customer and competitor (Narver and Slater 1990) . With the development of stakeholder theory, researchers begin to explore a broader stakeholder orientation, which includes the firm's orientation towards its key stakeholder groups like customers, shareholders, employees, suppliers, and competitors, etc (Greenley and Foxall 1998; Greenley and Foxall 1997) . Researchers in this line suggest that organizations with a higher level of stakeholder orientation will perform better (Deshpande and Farley 1999) . However, due to the limitation of resources and the diverse and broad interests of stakeholder groups, firms may be not able to address all the interests of these groups equally (Clarkson 1995) . It is crucial for companies to identify their key stakeholders, which significantly influence the efficiency in strategic decision making process to achieve consensus and ultimately company's long term competition Salience of different stakeholder groups varies in literature. Donaldson and Preston (1995) note that all stakeholder groups are equally important. In opposition, Mitchell, Agle and Wood (1997) argue that stakeholders differ significantly in terms of salience. Narver and Slater (1990) claim that customers and competitors have the same importance. We suggest that a descriptive approach and an instrumental approach are appropriate to reveal firms' key stakeholders. As Clarkson (1995, p.106) suggests, firms have primary and secondary stakeholders, and a primary stakeholder is "one without whose continuing participation the corporation cannot survive as a going concern". Based on the descriptive approach, and in order to identify the company's primary/key stakeholders, we conducted a survey among managers from 107 Chinese firms as indicated in the methodology section. Therefore, we focus on Chinese firms' key stakeholders that we identified as customers, employees, shareholders, suppliers, and competitors.
Stakeholder orientation is the attention a firm gives to each of their key stakeholders (Greenley and Foxall 1997) . Studies have shown that orientation to key stakeholder groups is positively associated with performance (Greenley and Foxall 1997) . Researchers argue that market orientation, consisting of customer orientation and competitor orientation is profitable as focusing on customer preferences and reactions to them can improve customer satisfaction and loyalty, and finally increase performance, including financial and marketing performance (Narver and Slater 1990). Moreover, market orientation provides a consistent and unified focus for the efforts of individuals and departments within the firm, therefore leading to superior performance, and higher level of spirit de corps, job satisfaction and organizational commitment due to the employees' feeling of belonging to such a firm and worthwhile contribution (Jaworski and Kohli 1993).
Performance implication is one of the key topics in stakeholder theory. Stakeholder theory suggests that to succeed a firm should appropriately deal with interests of its stakeholders (Donaldson and Preston 1995) . Obviously the influences and functional mechanisms of stakeholders can differ when affecting a firm's competency and performance (Clarkson 1995) . Greenley and Foxall (1997) suggest that orientation to key stakeholders like competitor, consumer, employee, and shareholder helps to clarify the corporate mission and culture and develop the strategic planning, and therefore it is positively related to performance like sales growth, market share and new product success. Luk et al. (2005) reveal similar findings, and claim that stakeholder orientation should also influence the organization's corporate social performance, which is the linkage between a firm and its primary stakeholders (Waddock and Graves 1997) . As such, the core issue of corporate social performance is how a firm deals with its relationships with various stakeholders. Organizational focus on key stakeholder orientation may positively impact the firm's social performance in this regard.
Employee management has significant impact on HR performance (Wei and Lau 2008) . For example, safe and comfortable working environment may improve employees' satisfaction, make them work effectively and efficiently, and finally increase performance. Stakeholder orientation is a common brief permeated in the firm (Narver and Slater 1990). It can provide psychological and social benefits to employees, which leads to a sense of pride in belonging to a firm where all functions and individuals work towards the common goal of serving customers and providing value to other stakeholders (Kohli and Jaworski 1990). Accomplishing these objectives causes improved levels of spirit de corps, job satisfaction and commitment to the firm. Donaldson and Preston (1995) , and Clarkson (1995) note that suppliers are one of the primary stakeholders as important as customers. A firm will be seriously damaged if suppliers withdraw from it. The traditional zero-sum relationship between a firm and its suppliers should change to be a long-term cooperation based on mutual trust. Those firms keeping stable cooperative relationship with a small number of suppliers may have a higher level of performance than those who own a large number of suppliers.
Based on above arguments, we have: H1: Stakeholder orientation as a whole is positively related to the firm's performance.
H1a: Customer orientation is positively related to the firm's performance.
H1b: Employee orientation is positively related to the firm's performance.
H1c: Supplier orientation is positively related to the firm's performance.
H1d: Competitor orientation is positively related to the firm's performance.
Interactive and Hindering Effects of Stakeholder Orientation
Most of previous studies investigate the integrated effects of market orientation and/or stakeholder orientation on performance (Greenley and Foxall 1998; Greenley and Foxall 1997; Jaworski and Kohli 1993; Kirca, Jayachandran, and Bearden 2005; Narver and Slater 1990 ). These authors drawing on the strategic management perspective suggest that competitive advantage and performance depend on how well a firm addresses the interests of key stakeholder groups as a whole (Clarkson 1995; Donaldson and Preston 1995; Freeman 1984; Kotler 1998; Luk et al. 2005 ). Greenley and Foxall (1997) The organization-wide market orientation culture can integrate efforts of employees across departments to react to market intelligence generated and disseminated to satisfy customers' needs when neutralizing competitors' activities (Kohli and Jaworski 1990; Narver and Slater 1990). It is employees who play an indispensable role in generating market intelligence about customers and competitors, disseminating the intelligence within the organization, and responding to the intelligence to satisfy customers needs (Kohli and Jaworski 1990).
Because we reveal that suppliers are also one of Chinese firms' key stakeholders, it is important to explore the interactive effects of supplier orientation and other components of stakeholder orientation. Supplier orientation means a close and long-term relationship between the suppliers and the firm, who share risks and rewards, and have willingness to keep the relationship over the long term to provide value to end users (Shin, Collier, and Wilson 2000) . As a result, stable and close cooperative relationship with suppliers results in positive consequences like good quality, timely and reliable delivery, lower cost, and increased flexibility. In this regard, the firm may be able to serve its customers better and outperform its rivals (Shin, Collier, and Wilson 2000) . Moreover, supplier orientation needs organization-wide cooperation among employees to align their firm's work with interdependent suppliers for the efficiency of the entire supply chain. As a result, supplier orientation may lead to a feeling of belongingness and worthwhile contribution to a firm where individuals and departments work together to achieve a common goal.
Therefore, we have relevant hypotheses for these four-way, three-way, and two-way interactive effects as follows:
H2: Customer orientation, competitor orientation, employee orientation, and supplier orientation positively interact to enhance performance. (2005) note that firms may improve shareholders' short-term returns on their investments at the cost of customer satisfaction and employee interests. We further suggest that the hindering effects exist between shareholder orientation and supplier orientation. Sundaram and Inkpen (2004) suggest that the objective of shareholder value maximization matters, which means that as residual claimants shareholders tend to maximize their value when compromising the interests of other stakeholders in the short run. In such an emerging economy as China, controlling shareholders usually have too much concentrated ownership and control rights, which allow them to potentially expropriate other stakeholders (Peng, Wang, and Jiang 2008) . For instance, retailers in China, including those reputable foreign companies like Wal-Mart, and Carrefour, own much greater bargaining power over their local suppliers, which enables them to practice some "unfair" treatments on these stakeholders such as refusing goods purchased under the contracts signed with suppliers (KPMG 2006) . Moreover, shareholder orientation may hinder the effectiveness of competitor orientation. It is critical for a firm to make a trade-off between short-term profit for the creation of shareholder value and long-term competitive advantage, which is based on understanding competitors activities and strategies (Narver and Slater 1990). When maximizing shareholder value is the primary goal of the organization, and when it comes to the division of profits, the opposing stances of shareholders and competitors are conspicuous in particular (Greenley and Foxall 1998) . Firms may have to compromise their efforts and investments to understand the short-term strengths and weaknesses and long-term capabilities and strategies of both current and potential competitors (Narver and Slater 1990) when shareholders demand quick returns on their investments. 
METHODS
Sampling and Data Collection
We choose China as the research context. First, China as a nation undergoing institutional transitions is ideal for researchers to examine how its institutional changes influence the strategic decisions and operations of businesses (Peng, Wang, and Jiang 2008) . Its transition from a command economy to a more market-based system while under the socialism regime provides us a vivid and dynamic picture to observe how firms, domestic or foreign, cope with the legal and societal changes in institutions. With China accepting more and more market-supporting legal and regulatory institutions, companies in this area should perform more like those firms in developed countries (Peng, Wang, and Jiang 2008) . In 2004 as a landmark China endorsed private ownership for the first time since 1949. We then attempt to investigate how this icebreaking legal reform has influenced Chinese firms behaviors, especially their stakeholder orientation. Second, with pressures from globalization and reforming to improving competitiveness, many Chinese firms including state-owned enterprises (SOEs) have adopted a market-oriented approach (Wei and Lau 2008) and stakeholder-oriented approach to improve their competitive advantage and performance. After China entered WTO in 2001, foreign firms rush into the Chinese markets at a faster pace, which makes business practice like stakeholder orientation even more prevalent. Local firms are strongly urged to adopt such orientation to survive the intensified competition. Third, China is playing an important role in the global economy, whose impact is considerably larger than other emerging markets (Zhou et al. 2008) . Thus, studying stakeholder orientation of Chinese firms has useful implications for organizations from other emerging economies.
We took a two-step procedure to collect data for this research. First, to identify Chinese firms' key stakeholders we carried out interviews with managers of firms located in three economically important coastal cities in south China: Shenzhen, Fuzhou, and Xiamen. Shenzhen and Xiamen are both Special Economic Zone established by Chinese central government in the early 1980s with economic arrangements that are more liberal than China's general economic policies. Along with Fuzhou, the capital of Fujian Province, these cities are prominently positioned to propel local economy through strengthening relationship with neighboring more developed economies like Taiwan and Hong Kong. We contacted 300 randomly selected companies listed in Business Yellow Page (from a total population of 6,800 firms) and 134 businesses agreed to participate. We then had interviews with executives and managers from these organizations. In the interview, we asked these informants whether their organizations have a clear orientation statement towards their stakeholders.
We also asked them to identify key stakeholder groups which are important for their organization's success. The result shows that 76.12% (n=102) of the interviewed firms have explicit statements of stakeholder relationship management. Five groups are defined as key stakeholders with a threshold of 50% when being identified by these firms: customers (88.12%), employees (81.19%), shareholders (74.26%), suppliers (55.45%), and competitors (51.49%).
Customer, employees, shareholders, and competitors as key stakeholder orientation are comparable with previous studies carried out in the UK (Greenley and Foxall 1998; Greenley and Foxall 1997) . The inclusion of suppliers as one of the key stakeholder groups is consistent with Donaldson and Preston (1995) , Harrison and Freeman (1999) , and Freeman, Wicks, and Parmar (2004) .
On the second stage, we collected data from firms operating in the three cities. A sample of 1,200 firms located in Shenzhen (n=327), Fuzhou (n=342), and Xiamen (n=531) was drawn from the Business Yellow Page. We employed the back-translation method during the questionnaire development. Due to Chinese firms' fear of leaking proprietary information to strangers and the frequent requests of researchers, many managers are reluctant to participate in surveys (Zou, Fang, and Zhao 2003) . Our cover letter emphasized that this research was sponsored and conducted by researchers from a top-tier university in south China. It stated that the participants would be anonymous and that their privacy would be guaranteed. Questionnaires with cover letters and prepaid postage envelopes were then mailed to the CEOs of these firms as key informants. To increase the response rate, the questionnaire was limited to only three pages. The initial mailing and two following waves of surveys produced 378 responses. After excluding those questionnaires having excessive missing data (missing responses on three or more items on any single scale), we have a data set comprising observations from 307 firms, with a response rate of 25.6%, comparable with the rates reported in other research involving Chinese firms (e.g., Luk et al. 2005; Sin et al. 2005) . We carried out ANOVA analysis but found no significant difference for items across different locations. This shows evidence of data consistence. To assess potential nonresponse bias, early and late respondents were compared with respect to various firm characteristics, including industry, ownership, and firm size. No significant differences between early and late respondents were found. Thus, it was concluded that nonresponse bias was not a significant problem in this data.
(Insert Table 1 about here)
Measures
All the measurement constructs were taken from literatures and slightly adapted for the purpose of the present research. Market orientation measures developed by Narver and Slater (1990) are most often used (Ellis 2006) . Notably this instrument is able to provide a reliable and valid tool to investigate market orientation in China (Tse et al. 2003; Zhou et al. 2008) . This study adapts instruments of customer and competitor orientation from their scales. We did not include one of the items concerning inter-functional customer calls Tse et al. (2003) . Respondents were asked to rate the level they agree or disagree with the questionnaire statements on a seven-point Likert scale with 1="strongly disagree" and 7="strongly agree". three-item measurement for supplier orientation, most of which have been used in the Chinese context. All these items are used to capture respondents' level of agreement with the statements on a 7-point scale ranging from "strongly disagree" to "strongly agree".
Organizational performance should be measured on a composite basis (Hult et al. 2008; Zou and Cavusgil 2002) , and comparable with those used in previous studies. In addition, with privately-held firms and conglomerate business units, accurate objective performance data are frequently unavailable (Dess and Robinson 1984) . Specifically, managers are extremely concerned about leakage of business secrets and are thus unwilling to offer objective data in China (Brouthers and Xu 2002; Hult et al. 2008 ). Thus, the present research uses subjective indicators to assess firms' performance. We developed a 21-item scale to measure the respondents' assessment of the major dimensions of performance, namely financial performance, market performance, corporate social performance, and employee performance (organizational commitment and esprit de corps), relative to major competitors over the last financial year, rated on a seven-point scale ranging from "poor" to "excellent". We adapted the employee performance instrument from Jaworski and Kohli (1993), and f financial performance and corporate social performance instruments from Luk et al. (2005) . Corporate social performance is able to ensure that firm performance includes multi-dimensional perspectives, not just that of shareholders (Clarkson 1995; Donaldson and Preston 1995; Luk et al. 2005) . We used one item drawn from Luk et al.'s (2005) corporate social performance instrument. We measured market performance with five statements including sales volume, market share, level of customer satisfaction, customer repeated buying, and new product development, comprehensively based on suggestions by scholars (Greenley and Foxall 1998; Jaworski and Kohli 1993; Kohli, Jaworski, and Kumar 1993; Luk et al. 2005; Slater and Narver 1994) . (2000), we recorded ownership, industry, firm size, and development phase as controls for firm characteristics. We measured ownership by dummy variables, coded 0 for SOEs and 1 for foreign firms or private firms. Industry was defined by a dummy variable, coded 1 for service (firms) and 0 for manufacturing (firms). Firm size was operationalized by asking respondents to choose one of the following seven options: "less than 199," "200-299," "300-999," "1000-1999,"
Following Peng and Luo
and "more than 200." We then coded 0 for firms of less than 1000 employees and 1 for the others.
Finally, development phase was measured by three dummy variables based on respondents' perceptions of their industry growth levels like start-up, growth, maturity and decline.
Common methods variance.
Although all the information was collected from the same respondent of an individual organization, the common method variance is not problematic in this study (Brouthers, Brouthers, and Werner 2003) . First, some independent variable items have been reverse-scaled to avoid the occurrence of response patterns affecting the accuracy of data. Second, this study's independent and dependent variables are not similar in content. Third, multiple scales were used to catch cognitive independent constructs. Finally, we used Harmon's one-factor test by entering all variables and performing a factor analysis. The result showed an 11-factor solution in which the largest factor explained only 19.12% of the variance. Consequently, it is evident that the measurement model is robust to a common methods variance problem. Anderson and Gerbing (1988) , we assessed the construct validity of the latent constructs with a nine-factor confirmation factor analysis (CFA) measurement model which includes all the theoretical measures was estimated (Arbuckle 2006 (Insert Table 2 about here)
Construct validity. Following
We employed two methods to assess the discriminant validity of the measures in line with Anderson and Gerbing (1988) . First, we ran totally 36 pairwise tests for all the scales to examine the chi-square difference. This is to determine whether the freely estimated model (in which the correlation is estimated without restriction) fits the data significantly better than the restricted model (in which the correlation is fixed at 1.0) (Zhou et al. 2007 ). All chi-square differences are highly significant. Second, we further examined all of the cross-construct correlations which are significantly differently from |1.0| (Zhou et al. 2005) . The highest correlation is .794. This adds additional evidence for discriminant validity (Zhang, Cavusgil, and Roath 2003) . Thus, these results provide support for construct validity for the measures used in the research.
ANALYSIS AND RESULTS
We examined the correlations between variables before we ran our analyses. Table 3 illustrates the means, standard deviations, and correlations for the construct measures. We observed several significant correlations among control and independent variables. To investigate whether there is multicollinearity with our data, we calculated the variance inflation factor (VIF) scores. The results
showed that all VIF scores were lower than 3. A high level of multicollinearity is a typical problem when an interaction term is composed of correlated variables. To eliminate the suspicion that interaction items are significant only because they overlap with other nonlinear items, we followed Cortina's (1993) suggestion and used the squared terms of the covariates. Thus, we expect that multicollinearity is not a concern in our analysis.
(Insert Table 3 about here)
We utilized multiple regression analysis to test the relationship among control variables, stakeholder orientation as independent variables, and performance measures as dependent variable (H1). (Insert Table 4 about here)
To test the interactive effects, we employed moderated regression analysis. We conducted a series of analyses in which we regressed the dependent variable, namely overall performance, in six hierarchical models on (1) control variables, (2) five dimensions of stakeholder orientation, (3) five two-way interactions, (4) four three-way interaction, (5) four-way interaction, and (6) four two-way interactions involving the shareholder orientation. The overall performance as the independent variable was the mean of all summed up performance indicators.
(Insert Table 5 about here)
As Table 5 indicates, in Model 4 customer orientation, supplier orientation and competitor orientation exert marginally positive and interactive effects on performance (p < .10), in support to H4b. However, as reflected in Model 5, the interaction among customer orientation, employee orientation, supplier orientation and competitor orientation is not significantly related to performance.
Thus H2 is not supported. In Model 3, employee orientation and competitor orientation positively interact on performance (p < .05). However, we did not found other significant effects in other two-way relationships, i.e., employee and customer, supplier and customer, employee and competitor, supplier and competitor, and employee and supplier. Therefore, H3 is only partially supported. Finally, shown in Model 6 shareholder orientation and competitor orientation are found to negatively interact on performance as hypothesized (p < .05), which provides support to H5d. Other hypothesized effects are not significant, which means that H2, H4a, H4c, H4d, H5a, H5b, and H5c receive no significantly empirical support.
We found that customer orientation and competitor orientation are significant across all models, and that employee orientation is significant in Model 2. As key components of market orientation (Narver and Slater 1990), customer orientation and competitor orientation show significant connections with organizational performance. This finding is consistent with the main body of market orientation studies (Ellis 2006; Kirca, Jayachandran, and Bearden 2005 
DISCUSSION AND CONCLUSION
In this study we contribute to literature by exploring after recent legislative and institutional changes how Chinese firms' orientations towards identified key stakeholder groups are connected to organizational performance, and how these stakeholder orientations interact with each other. Notably this is the first study that identifies Chinese firms' key stakeholders through a survey method.
Studying British firms, Greenley and Foxall (1998; (Donaldson and Preston 1995, p.66, emphasis in original) . Therefore, we
should ensure that the model is descriptively accurate and that the company is seen by observers and participants in this way, when it serves as a framework for test any empirical claims (Donaldson and Preston 1995) . To achieve this accuracy, before we carried out empirical analysis of the theoretical hypotheses about the relationships between stakeholder focus and performance, and the linkages among orientations towards stakeholders, we revealed through survey that five stakeholder groups are regarded by Chinese firms as key stakeholders, namely customers, employees, shareholders, competitors, and suppliers.
Based on this important finding, our further analysis indicates that in a Chinese context firms' overall orientation to key stakeholders is closely linked to performance, including market and financial performance, employees' organizational commitment and esprit de corps, and corporate social performance. In particular, customer and competitor orientations, theorized as important components of market orientation (Narver and Slater 1990; Noble, Sinha, and Kumar 2002) , are confirmed to have significant association with organization performance. Customer orientation is found to be connected to market performance, organizational commitment, and esprit de corps, consistent with past research (Deshpande and Farley 2004; Zhou et al. 2007 ). However, our findings also show that customer orientation is not significantly related to financial performance, not consistent with scholars' propositions (e.g., Narver and Slater 1990). Some writers argue that the reason could be the existing of mediators between customer orientation and performance (Han, Kim, and Srivastava 1998; Hult, Ketchen, and Slater 2005) . We call for more research efforts in this regard. We also found that customer orientation is not significantly related to corporate social performance, not consistent
with Luk et al. (2005) . The reason may be that Luk et al.'s measures for corporate social performance is more customer-and employee-related, which may overlap with market and employee performance measures. Moreover, our single-item scale, focusing on increasing local employment and income, may be too simple. Therefore, future research needs a more complex instrument to measure firms' corporate social performance (Ruf et al. 2001 ).
Orientation to other key stakeholders is also important for organizational performance. For instance, employee orientation has significant relationship with a firm's overall performance, organizational commitment, esprit de corps, and corporate social performance, shareholder orientation with esprit de corps, and supplier orientation with market performance.
Components of stakeholder orientation are not only related to performance on a separated basis, but also interactive among them (Luk et al. 2005) . Our findings show positive effects of the combination of customer and competitor orientation on performance. Therefore market orientation should be viewed as an integration of these two orientations (Hult, Ketchen, and Slater 2005) to exert more profound impact on performance than simply adding one of them by the other. Similarly, there is synergy effect existing among customer orientation, competitor orientation, and supplier orientation (Greenley and Foxall 1998; Greenley and Foxall 1997; Luk et al. 2005) . Ignoring any of these orientations may result in substantial loss in organizational performance. As shown in our study, those firms simultaneously addressing the indicated combinations of orientations may outperform their rivals.
Another interesting finding of this research is the evidence of existence of hindering effect between shareholder orientation and competitor orientation, which past research fails to reveal (Luk et al. 2005 ). This suggests that for the short-run interests of shareholder, the company may intend to compromise its availability of resources and investments deployed to act upon competitors' activities and strategies. Business practitioners should be aware that endorsing these two orientations at the same time may erode short-term performance. Luk et al. (2005) suggest that in China the communist ideology may be a factor restraining company opportunism and impeding maximizing shareholder value. However, in this research we witness the detrimental effects on stakeholder orientation, at least on competitor orientation. This difference may be due to the institutional change taking place recently in China. Away from the communist ideology of rejecting private property ownership (Luk et al. 
Limitations and Suggestions for Further Research
Several limitations of this study may offer additional research opportunities. First, we did not employ a single item to indicate objective performance, so there may be concern over performance inclusiveness and accuracy. Following performance researchers' suggestions (Hult et al. 2008 ), we employed a multi-dimensional subjective measure of the company performance. Although top management team's perception of their firm's performance, operationalized in a subjective and relative sense, is often consistent with how the firm actually performs (Dess and Robinson 1984) , multiple data sources should be used to enhance our understanding of antecedents of the performance construct (Hult et al. 2008) . Future studies should consider employing multiple indicators to reflect organization performance.
Second, this research employed cross-sectional data rather than longitudinal data. Although longitudinal research designs are logistically difficult and time consuming, they would enable time-series data analysis (Morgan, Kaleka, and Katsikeas 2004) . On the other hand, cross-sectional data were necessary and appropriate to explore what is happening at a certain point in time. However, they could not be capable of fully explaining the dynamic processes of developing stakeholder orientation. Given the limitations of the cross-sectional nature of a survey study, it would be better for future research to conduct a longitudinal method to investigate the dynamic development and evolution of stakeholder orientation in firms and their corresponding effects on performance.
Third, future research can adopt a multi-informant approach in the questionnaire survey, although common methods variance was not found to be problematic in this study which applied a single-informant design. Due to the belief that CEOs should fully understand their organizations and operations, we asked them for information about every component of stakeholder orientation, and performance. It would be more accurate to have additional informants, i.e. human resource directors for questions about employee-related performance. Given the difficulty of implementing a firm-level survey in emerging economies, future studies still need to employ multiple-respondent methods to improve the reliability of the constructs (Wei and Lau 2008) .
Finally, although this study found linear relationships between stakeholder orientation and performance, however, there may be nonlinear linkages between stakeholder orientation and performance as the relationship between market orientation and performance suggested by some researchers. Narver and Slater (1990) argue that for commodity businesses the relationship between market orientation and performance may be U-shaped. Therefore, researchers need to spend more efforts to investigate the linkage of stakeholder orientation and performance. More possible moderation effects should be explored, and more studies should be conducted under different contexts.
Managerial and Theoretical Implications
Managers can gain benefits from this study. First, this research documents that stakeholder orientation, as well as its components, has positive effects on firms' performance. Managers should not only try to develop and maintain stakeholder orientation in their organizations, but also notice the different effects of the components of stakeholder orientation in order to increase performance.
Second, there exist interactive effects among stakeholder orientation components. Particularly, the firm will have better performance when it exercises competitor orientation and customer orientation simultaneously, as the critical components of developing market orientation, than the performance achieved by implementing these orientations individually.
Third, although supplier orientation does not have direct and positive relationship with performance, it has synergy effects with competitor orientation, and customer orientation. In order to get the best out of competitor and customer orientation, managers are noted to combine these orientations with supplier orientation to achieve superior performance.
Finally, business practitioners should understand that in China, like elsewhere, institutional change is a crucial factor that impacts firm decision and operation activities (Peng, Wang, and Jiang 2008) . In order to improve firm performance, it seems imperative that organizations keep close eyes on environmental changes including institutional changes and figure out how to fit in such a transition.
For example, as this research reveals, they should be aware that in China organizational outcome may be eroded if they perform shareholder orientation combined with competitor orientation, which could be a result of 2004 legislative change. Managers are advised that they should focus more on competitor orientation due to its very prominent positive connection with performance. When the performance is increased, the long-term interests of shareholders will be ultimately satisfied.
Researchers can likewise benefit from this study. First, this is the first study which identifies
Chinese firms' key stakeholder groups. Taking descriptive and instrumental approaches of stakeholder theory, we propose that we should understand the real concerns of firms' orientation before we discuss Note： TP = combined performance; FP = financial performance; MP = market performance; OC = organizational commitment; EDP = esprit de corps; MT = market turbulence; CI = competitive intensity; TT = technology turbulence; CO = customer orientation; EO = employee orientation;; SO = shareholder orientation; PO = supplier orientation; and COMO = competitor orientation. 
